Introduction
Wine is one of the symbols of Macedonia. The secret of Macedonian wines comes from the sun, which affects the taste of the grapes itself. Wine is not something new in this region, since wine is being made here from Ancient times. Vines have been cultivated 4,000 years ago and a large number of artifacts found on ancient sites confirms this ("Wine industry", 2015).
Grapes are a traditional and important agricultural crop for Macedonia. In rural areas, the cultivation of grapes engages the local population and has particular importance for the production of wine. Viticulture is probably the most important and strategic industry in the field of crop production (Economic chamber of Macedonia, 2005) . In the period 2010-2016, the areas under vineyards were constant and range around 25,000 hectares, which is 0.4% of the world area with vineyards. Individuals (80%) own most of them, and the remaining 20% were privatized in the early 1990s (WOM, 2015) .
http://ea.bg.ac.rs In Macedonia, 28 grape varieties are grown, and the presence of white and black varieties is equal to 50% (WOM, 2017a). Vranec is the most common black variety, while Smederevka is most used white variety, but is unfortunately primarily used for the production of white wines of lower quality and distillation for brandy production (WOM, 2015, p.8).
According to climatic conditions, Macedonia is classified as one geographical area. It is considered a region for producing regional wine that is suitable for the entire territory of the country. Furthermore, this region is divided into 16 wine districts for production of quality wine. Each of them is characterized by different conditions and production capacity (Beleski, 2014) .
In 2016, in Macedonia 75 wineries were registered (WOM, 2017a). The industry purchases from "250 to 300 thousand tons of grapes per year depending on the harvest and produces 95-120 million liters, which directly affects the development of the country's agriculture. Grape and wine exports account for 17-20% of the GDP in Macedonia and wine is the second most important export agricultural product, after tobacco, while wine exports contribute with foreign exchange inflows of 50 million euros a year" (WOM, 2017a, p.12).
Macedonian wineries have a total production capacity of 2.1 million hl, but use only half of it. The total bottling capacity, however, is about 650,000 hl per year, which is insufficient to cover the entire wine production in the country. Although insufficient capacity, bottling capacity remain unused because most of the wine is sold as a bulk (MAFWE, 2010) . Almost 74% of the produced wine in Macedonia in 2016 was intended for export. The key export destination in 2016 was the European Union (EU), which accounts for 57% of total exports in volume and 44% in value, followed by the Balkan countries with a share of 38% in volume and 45% in value (WOM, 2017b).
Since 2013, the ratio between bulk and bottled wine has begun to change in favor of exporting bottled wine. For the Macedonian wine industry, the structure of the exported wine is especially important, given that bottled wine is more profitable and although the quantities of bottled wine are smaller, they provide almost 50% of the value of the exported wine. Wineries that export wine to the EU by 2014 faced the problem of high tariffs for the amount exceeding the approved quotas for import of bulk wine, and in 2015 and 2016 the same thing happened with bottled wine (WOM, 2017a) .
In order to analyze the macro-environment in which Macedonian wineries operate, it is necessary to analyze the political, economic, social and technological factors that influence the wine industry in the Republic of Macedonia.
The most prominent political factor is the stabilization of the political situation in the country in 2017 after long confrontations between political parties, since it is ultimately expected that it will positively affect the functioning of the entire economy, including the wine sector. Another factor is the permanent delay of the Euro-Atlantic integration of the country, mostly due to the name dispute between Greece and the Republic of Macedonia. This also affects the process of protecting geographical indications for wine in the Re- , Year 65, No. 3, 2018, (pp. 1211-1225 ), Belgrade public of Macedonia. The state through the competent institutions has a great influence in determining the price for the purchase of grapes during the harvest period. The goal is protection of vinegrowers, and this measure is used in daily political campaigns.
Economics of Agriculture
The signed Protocol for export of Macedonian wine to the EU under the Stabilization and Association Agreement with the EU since 2004 is an economic factor of great importance. It enables the export of large quantities of wine to the EU without customs duties, which makes Macedonian wine competitive on the EU market. Other economic factors are: 1) Determining viticulture and wine production as a strategic branch of the Republic of Macedonia, which opens up opportunities for vinegrowers and wineries to use the funds from the IPARD Program for Support of Agriculture and Rural Development,
2) The Government additionally provides financial support for wine exporters primarily through support of marketing and promotional activities, 3) Domestic production of wine is still significant, especially in the smaller towns along Vardar River, 4) Protection of domestic wine producers with a customs rate for importing wine, which contributes to very limited distribution of foreign wines on the domestic market; and 5) There is not excise duty for the wine as an alcoholic beverage.
Social factor affecting the wine industry is the low purchasing power of the population that limits consumption of high quality wine only on special occasions. In Macedonia, the wine culture is still at a very low level and continues the tradition of production and consumption of domestic poor quality wine, especially outside Skopje. The emigration of young educated people from the country is increasing and this group of people is leading the trend of consumption of high quality wine. Another factor is the change in the structure of the available labor during the harvest period, primarily due to the opening of the "Dräxlmaier" factory in Kavadarci where a large number of workers were employed and the wineries started to face the problem of providing the necessary workforce in the period the harvest.
From the technological aspect, the significance of large investments in modernization of production capacities and introduction of the latest technologies in wine production should be emphasized. Management of the vineyards has been improved by introducing new techniques for growing grapes and reducing the yield, in order to increase the quality of the grapes and thus the final product. No less important are the increased investments in marketing of products by Macedonian wineries, as well as following new trends in packaging, bottle closure and labeling. Another change that is more recent is the increased awareness of the wineries for specialized wine educations of their employees in order to improve the skills in all segments of operations.
Through consideration of these factors, we get a perception of how the Macedonian wine industry works, as well as the factors that can appear as an opportunity or threat for all involved parties in the wine business.
The most important competitors of the Macedonian wine are the countries of Southeast Europe and the countries that are newcomers on the global wine market. The primary competitors of Macedonian wines are Moldova, Georgia, Slovenia, Croatia, Bulgaria, Greece and Romania (WOM, 2015).
Macedonia has several unique selling propositions which can use for differentiation from other competitors. First is that it is a new country from the Old World or more precisely a country from the Old World with a new vision. As a wine country, Macedonia is at the same time very young and very old. Besides this advantage, Macedonia has a favorable microclimate and rich soil for growing grapes. No less significant are local varieties, due to the high concentration of resveratrol in the red wines and caftaric acid in the white wines. Macedonian wineries have modern wine processing facilities and they are oriented towards varietal labeling. Finally yet importantly, Macedonian wines continuously win awards and recognitions at international wine competitions (WOM, 2015).
Materials and methodology
In order to select target markets in the EU for Macedonian wines, desk research and market analysis were used. All available sources of information were taken into account: 1) information from Wines of Macedonia (WOM) association about export of Macedonian wines in EU countries; 2) vine and wine sector strategy from Ministry of Agriculture, Forestry and Water Economy (MAFWE); 3) information for the production and consumption of EU countries from Wine Institute; 4) interviews with export managers from Macedonian wineries; 5) data from Trade map for import of wine in EU countries.
Also, a valuable information were used from CBI Market Intelligence about trends in the wine industries of the target markets. This information was crucial for defining future activities on those markets.
Results
The paper analyzes seven criteria for selecting target markets in EU for Macedonian wines: . 3, 2018, (pp. 1211-1225) , Belgrade the bottled, because the goal is export of bottled wine. Therefore, criteria 1 and 5 are given less importance and scoring is done on a scale from one to five, and on the other criteria from six to ten points.
The first two criteria (Table 1) include data on export of Macedonian wine in 2016 and show the most important export markets in the EU. This criteria show the perspective of Macedonian wine in certain markets, as well as the importance of the markets especially for exporting bottled wine. That is why the highest points are given to the countries where Macedonia exports the most wine. 4 The points are given in the following way: Criteria 1 -Export of bulk wine from Macedonia to EU-28: 0-10% = 1 point; 10-20% = 2 points; 20-40% = 3 points; 40-60% = 4 points; 60-100% = 5 points; Criteria 2 -Export of bulk wine from Macedonia to EU-28: 0-10% = 6 points; 10-20% = 7 points; 20-40% = 8 points; 40-60% = 9 points; 60-100% = 10 points http://ea.bg.ac. The third selection criteria reveal the most attractive markets in terms of wine per capita consumption. Therefore, high points are given to countries with relatively high per capita consumption, assuming that these countries have the capacity for bigger wine imports in order to meet the needs of consumers on the domestic market.
On the other hand, country production volumes helps us to determinate the most difficult markets to penetrate. Those are countries where production of wine highly exceeds (2-3 times) the domestic wine consumption, meaning that the wine industries of these countries are highly developed, producing all type of wine and fully satisfy the domestic demand. Such markets are serious hurdle for foreign competition and should be avoided. That is why countries that have lower production are given more points, and vice versa. Criteria 3 and 4 are covered in Table 2 . Criteria 5 and 6 relate to total wine imports (bulk and bottled) in the European Union in 2016 (please see below Table 3 ). Source: Trademap, 2017
6 Criteria 5 -0-100.000 ('000 liters) = 1 point; 100.000-200.000 liters = 2 points; 200.000-400.000 liters = 3 points; 400.000-600.000 liters = 4 points; 600.000-1.000.000 liters = 5 points Criteria 6 -0-100.000 ('000 liters) = 6 points; 100.000-200.000 liters = 7 points; 200.000-400.000 liters = 8 points; 400.000-600.000 liters = 9 points; 600.000-1.000.000 liters = 10 points For the import of bulk wine in EU-28 (criteria 5) scoring is done on a scale from 1 to 5, because this criteria is considered less relevant than import of bottled wines and it brings fewer points in the final selection. On the other hand, for import of bottled wine in EU-28 scoring is done on a scale from 6 to 10, because this criteria is considered more relevant than import of bulk wine.
In addition, the last criteria refers to the import of bottled wine into the EU from the countries of Southeastern Europe: Republic of Macedonia, Croatia, Bulgaria, Montenegro, Albania, Serbia, Slovenia, Bosnia and Herzegovina, Greece, Romania, Hungary, Moldova, Georgia and Armenia. The goal is to see the openness of EU countries to import wine from this group of countries, which includes Macedonia (Table 4) . 7 Criteria 7 -Scoring is done on a scale from 6 to 10. The points are given in the following way: 0-2.000 ('000 liters) = 6 points; 2.000-4.000 liters = 7 points; 4.000-6.000 liters = 8 points; 6.000-10.000 liters = 9 points; 10.000-20.000 liters = 10 points http://ea.bg.ac.rs , Year 65, No. 3, 2018, (pp. 1211-1225 In the process of selection of target markets, the opinion of the Macedonian export managers is taken into consideration, given that they have the greatest knowledge about the difficulties in entering certain markets and the obstacles they face. Additional 10 points are given to the markets selected by the export managers (in Table 5 ). They are most familiar with the conditions of each market, demand, competition, importers, expected future growth, the possibility of penetration, as well as the desire of consumers to try new wines. Although certain markets have significant wine imports, they are really difficult to enter for countries that are new to the world wine market such as Macedonia. Source: Authors' evaluation
Economics of Agriculture

Results and discussions
According to the previously mentioned criteria, 5 (five) countries were selected as target markets for Macedonian wines:
1. Germany is the largest export market for Macedonian bulk wine (WOM, 2017c). On this market, Macedonia is perceived as a producer of cheap low-quality wines. Germans prefer imported red wines and do not tax the wine as a product, only sparkling wines (Lieberz, 2015 ; CBI Market Intelligence, 2016a). However, due to the current low prices of Macedonian wineries on the market, they will not be able to drastically increase export prices in the near future (WOM, 2017d). Initially, promotional activities in Germany should be directed to B2B contacts in order to change the perception of German importers for the value of Macedonian wines. Sales in Germany should be directed to the northern 3. Poland is a market that has not been given special attention so far, and has great potential for increasing exports. Although this wine market is one of the least developed within the EU, wine sales are experiencing a boom (CBI Market Intelligence, 2016e). Polish consumers are much more familiar with Macedonian wines because of the geographical closeness with Macedonia. An additional advantage is the preference of red wines from Polish consumers, and it is an opportunity for Macedonian wineries to promote the autochthonous Vranec variety. Due to the low standard of life in this country, as well as the undeveloped wine culture, it is not recommended to increase export prices, but to use prices for initial entry on the market. At the same time, Macedonian wineries need to work on educating consumers about wine, highlighting its positive aspects, organizing tastings and BTL-promotions, as well as taking part in regional festivals and fairs. It is recommended direct export for offtrade, and indirect in on-trade. In both cases, it's necessary to pay attention on education of the management teams in the markets and restaurants, as well as organizing a visit to the Macedonian wineries.
4. Denmark has a highly fragmented wine market and has the highest average number of wine importers per capita, which means that there is intense competition on the market (Meininger's WBI, 2013). More recently, the Danes are increasingly oriented towards the consumption of wines from traditional European countries, and are more reserved for the countries of the New World (CBI Market Intelligence, 2016f). In 2016, Macedonia made very little export of bottled wines in this country, and in the same year, it did not export any bulk wine. Consumers follow fashion trends in the wine industry and they are increasingly oriented towards environmentally friendly products. For Macedonian wines it is positive that local wine production is insignificant, and negative that taxation in Denmark is quite high (CBI Market Intelligence, 2016f 3, 2018, (pp. 1211-1225) , Belgrade export price in Denmark and it is recommended to use the strategy of price matching with the competition (WOM, 2017d). Activities in this market should be focused on BTL activities and organizing events, visits and tastings, as well as presenting Macedonia as a wine country. In distribution, the focus should be placed on on-trade which is expected to grow in the future, although now is a small segment of the market.
The Czech
Republic is a market that, due to its geographical closeness with Macedonia, provides better acquaintance of Czech consumers with Macedonian wines. Although the symbol of this country is beer, wine has gained great popularity in recent years. Most of the wine is imported from EU member countries (CBI Market Intelligence, 2016g). In 2016 bottled Macedonian wine has very little participation in the total exports in the Czech Republic, therefore Macedonian wineries need to use a strategy of repositioning the existing products. Taxation is much lower than other developed wine markets in the EU, which contributes to achieving lower prices (CBI Market Intelligence, 2016g). The export prices on this market should not be increased given the lower purchasing power of Czech consumers (CBI Market Intelligence, 2016h). In this country there are minimal restrictions on the promotion of wine in the media and this allows to use ATL advertising in specialized wine media (CBI Market Intelligence, 2016g). Another way to promote is by educating Czech consumers about wine as a product. The distribution can be directed both to off-trade (indirectly through importers) or specialized stores that sell premium wines.
Conclusions
Studies that analyze the decision-making process by consumers when purchasing wine constantly indicate that in the wide range of brands on the shelf, the origin of the brand plays the role of qualitative differentiation. For this reason, it is of crucial importance for Macedonia to focus on strengthening the image of the country and increasing the export of high quality wines in the premium segment. Hence, the possibility of increasing exports depends primarily on the success of positioning and strengthening not only the image of the country, but also the brand "Wines of Macedonia".
One of the key challenges facing the Macedonian wine industry when it comes to foreign markets is the general unrecognizability of Macedonia as a wine country. It is necessary to invest serious efforts and funds for image building and for the promotion of the Republic of Macedonia as a producer of quality wine and for overcoming the perception as a county producing bulk wines. That's why using the common wine brand is of particular importance with targeted and joint promotions and appearance of the wineries to the foreign markets.
In recent years the ratio between bulk and bottled wine started to change positively in terms of bottled wine.
